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HOW STARBUCKS DO CX

« Worldwide revenue $25bn
Employees = 300,000 +

Careful, the beverage you're

| out o enjoy is extremely hot. | C u p Of Coffee

—
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Coffee smell & genuine smile

Store background music @ “See and @
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20 touchpoints in 1 Cup of Coffee
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Prime Music Customer Journey Map

ASPIRATIONAL

BASELINE

©

Grateful

©‘

@ Excited

Clarified

1 also wonder how the list of artists
that ore recommended are chosen..
How does that selection get done? And
how do you make requests for it or
maybe you don't

©

Accommodated

e,

Confident

©---©

. Served
Assisted

tough to find new ortists you
and Gmezon music is not

it yet... { am hopeful, but
stime there is spotify

Finding the artist took a little long.
had to type in the entire name and
then hit enter_ On pandora [ anly

typed the first name and the ortist
popped up as o sefection. Much bet

Accomplished - c @

Accustomed
Knowledgeable

] After using the app for a week | still
an eosy to use way. There shiould be
only 2 options - Amazon Library and

ter. My Library.

feel that the menu isn't put together in

©

Assured

©

In-Control

Oy

Masterly
Effortless

downlooded still aren't very useful..

2 ] Those just show alburns or individual
Skeptical @ - I wanted ta try and play the ploylist | songs ive added and ot playlists
& Getting more used to the layout and 2 — i had c\mmfuded while there. | hod o | tried to find the playlists that | had Playlists are exemnpt from the way
— yet 501 herve sorme troubie finding Sl T = @ T hard time finding it again. It wasnitin added yesterday from the Prime everything else is shown or deleted or
..wonder how much of what is = who [ 1 would like an artist tab. o = = the download folder anymore yet the selections but kept ending up back at With the different rules for
actually availoble is displayed in the = Or if it's there, Im not seeing it P2 Bothered i o s music that had downloaded, which t's hard to master the app.
app. How often does amazon add Unsure T D Overwhelmed B foider. :/;z.'y ;an‘ using to m% .';pen; wosn't what | was looking for.
music to amazon prime? I think that £l - about 10 minutes ... trying to find it.
the free sang selection would get < -~ T -
d Unexcited g e @ Bl L i e . S @‘ Inconvenienced
) N i Inconvenienced @ Meh
...over this week the prime alburns Confused Disoriented 1 selected albums from the menu and
prett) never changed... | should chose @ song to play from songs that

on top. Makes for o
tired looking Ul...folks are used to new
content all the time.

hod been downlooded to my device. I'd
like some way to see where G song s in

re are two different kinds of
There are two different kinds o other categories on the menu.

then. What's the d
between ‘Recently Downloaded
‘Downloads? Why is 'Piano Mary' in one
but not in the other?”

ipposed to find other music
e if there is nothing
recormmended for me... | wish there
Was more varigty or Suggestions
(sirilar to Pandora).

EXISTING PAIN-POINTS

Frustrated

Explore Re-find

Convey breadth of selection Showcase growing catalogue Specificity and transparency in labelling content Content strategy for dynamic and timely content Prime-only filter Go-to ‘artist’, ‘playlist’, 'album’ hooks Adding playlists adds songs

Consolidated ‘Recents’

Rich entities appearing in ‘recents’ Simplified navigation

delivery times!!

Discover new music through Personalized Recommendations Enable muitiple customer-friendly browse facets ‘Don't make me think’ (lean-back) playback Information scent

Transient download queue

Just-in-time contextual help Pre-caching

Artist-centric browse facets

Recs improver

Recs help documentation

Implicit and explicit feedback for recs algorithm In-app feedback Auto-complete Cross-content relev. .sal search

OPPORTUNITIES

Genre searching Rich entity search e.q *»
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Lynn, we just added a movie you might like
o lynn@executivepresence.co.za

If there are problems with how this message is displayed, click here to view it in a web browser.

For Lynn
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POINT OF CONVERGENCE
IS WHERE REAL CX HAPPENS




inspired by
a desire to:

Stand out
from the
crowd

Have
confidence
In the future

Feel a sense

Brands can leverage this motivator by helping customers:

Project a unique social identity; be seen as special

Perceive the future as better than the past; have a positive mental picture
of what's to come

of Have an affiliation with people they relate to; or feel part of

belonging a group

= =

Protect the
environment

Be the
person |

want to be

Feel secure

Succeed in
life

nr

Sustain the belief that the environment is sacred; take action to improve
their surroundings

Fulfill a desire for ongoing self-improvement; live up to their ideal self-
image

Believe that what they have today will be there tomorrow; pursue goals and
dreams without worry

Feel that they lead meaningful lives; find worth that goes beyond financial
or socioeconomic measures
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ama;on Q Shop Today's Deals

@ Deliver to Lynn EN Hello, Lynn \Yy,
Bryanston 2021 Departments ~ Browsing History ¥ Lynn's Amazon.com Today's Deals Gift Cards Help ® Account & Lists Orders Cart

Welcome to Amazon.com

We ship over 45 million products
from the US to South Africa

Humanising the digital experience




amMazZoncom

Deliver to Lynn Hello, Lynn
@ Bryanston 2021 Departments ~ Browsing History ~ Lynn's Amazon.com Today's Deals Gift Cards Help Account & Lists ~ O

Your Amazon.com Your Browsing History Recommended For You Improve Your Recommendations Your Profile Learn More

Recommended for you, Lynn
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Humanising the digital experience
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®

Home

View Official Walt Times!

Sign in to see FASTPASS return times,

make dining reservations and more.

Here & Now

TODT ] Oy

Explore Dining Search

= ®
@2

1:10 PM - 2:10 PM FastPass+

Kilimanjaro Safaris®

Sunday, November 22
10:00 AM - 11:00 AM FastPass+
Mission: SPACE®

yoria

My PhotoPass

o %

Suggestions for You

Magic Kingdom®



View Official Walt Times!

Sign in to see FASTPASS return times,
make dining reservations and more.

{ Here & Now

® ‘o {1 Q

Horme Explote Dining Search
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Map every touch point in the customer journey




A MEANINGFUL PURPOSE STATEMENT

Q)fs»ep

"We create happiness by providing
the finest in entertainment
for people of all ages, everywhere."
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Disney Management mandated to spend

715%

of their day with customers & employees
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THINK
DIFFERENTLY

ABOUT OUR BUSINESS



THINK
DIFFERENTLY

ABOUT OUR BUSINESS




THINK
DIFFERENTLY

ABOUT WHAT WE OFFER
TO REMAIN RELEVANT
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THINK
DIFFERENTLY

ABOUT THE
CUSTOMER
JOURNEY

Map the customer experience



THINK
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ABOUT THE
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JOURNEY

POINT OF
PURCHASE
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THINK
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ABOUT THE
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https://www.cxacademy.co.za/customer-journey-game
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THE

CUSTOMER
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CUSTOMER-nopoly

just like Monopoly

except you win customers or lose customers
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AWARENESS STAGE

THE CUSTOMER JOURNEY
recognises that our
relationship with the
customer starts long before
they purchase!

CONSIDERATION STAGE

THE CUSTOMER JOURNEY
sees customers looking for
information and validation of
your products and services.
These must be easily
accessible.

THE

CUSTOMER
JOURNEY
FALIE

THE CUSTOMER JOURNEY
requires keen focus on
3 key aspects:

- Engaged employees
- Smooth processes
- Efficient technology

THE CUSTOMER JOURNEY
is only fullfiled when the
product or service delivers on
customer needs as promised!

DRIVING LOYALTY STAGE

THE CUSTOMER JOURNEY
must include mechanisms to
drive and encourage
customers to return.

CUSTOMER RETURNS STAGE

THE CUSTOMER JOURNEY
is ultimately about increasing
customer retention!
Returning customers are
valuable to the business and
are more profitable.
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LAY OUT THE BOARD

WARENESS STAGE

“THE CLSTOMER JOURNEY
aur

CONSIDERATION STAGE

THE CUSTOMER JOURNEY
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the
eustomer starts lang before
they purehase!
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THE CUSTOMER JOURNEY
requires keen focus on
3 key aspects:

These must bo easily
accossible.

Smooth processes
Eficicrt technology

THE BOSS
&BANKER

THE CUISTOMER JOURNEY

DRIVING LOVALTY STAGE

“THE CUSTOMER JOURNEY

CUSTOMER RETURNS STAGE

THE CUSTOMER JOURNEY.

q
roduct or service delivers on
Ised!

drive and encourage

customer netention
are

valuable ta the businass and

are more profitable.
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EACH TEAM ELECT A
TEAM LEADER
WHO IS
‘THE BOSS & THE BANKER'’ 2 1 (o) B
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